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INTRODUCTION 
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National Golf Media, Inc. is interested in determining the acceptance of an 
innovative GOLF TEE CONSOLE. As a means toward achieving this goal, NGM 
comitiissioned Audits £i Surveys, Inc. to conduct a study of golf course managers 
and golfers located within the Los Angeles, California area. Six golj. club 
managers were personally interviewed using an in—depth structured interview 
technique. Golfers at three of these six clubs were personally interviewed 
using a questionnaire, shortly after completing a round of golf. Both the 
structured interview and the questionnaire were developed by Audits & Surveys 
in consultation with their client. Interviewing was conducted on three 
separate occasions between April 23, 1981 and June 27, 1982. 


-i- 


Source: https://www.inclustryclocuments.ucsf.eclu/clocs/tjyn0004 


2040925349 




CLUB MANAGERS 
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Two phases of study were undertaken for determining the acceptance of NGM's 
new golf consoles and the advertising displayed on it. The first phase involved 
in-depth interviews with managers of six golf courses. The six courses 
2 private, 2 public, and 2 municipal), were all located in the Los Angeles area. 
The following is a brief overview of the opinions of the 6 managers. This 
phase of the study was qualitative in nature and responses, therefore, should 
be considered suggestive rather than definitive in nature. 

Most managers have been golf pros or club managers for a good number of 
years, and several have managed elsewhere earlier in their career. 

uTiile most of the clubs had a full complement of equipment — ball washers, 
cleat cleaners, towels, litter baskets, etc., not all had such equipment at 
every tee-off location. Furthermore several managers commented that their 
equipment was in need of repairs. This is interesting to note considering 
that most courses had fairly nev7 equipment (installed within the last 5 years). 

Some managers claimed vandalism had contributed to their equipment breakage. 

One manager claimed budget problems prevented him from currently repairing 
existing units. However when maintenance is provided most do so by using 
their own service crew. 

Most complaints from golfers concerned towel pilferage and problems associated 
with broken ball washers. 
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When showed the new NGK goLf consoles all o£ these managers liked the design 
and approved of the idea. The major apprehension expressed focused on the 
possibility of vandalism and how best to protect the units from vandals and 
other breakage. 

Just about all of the managers comraented that they liked the compactness of 
the console. It was easy to handle, they claimed, and many of the golfers' 
needs can be serviced by the console. "It's self-sufficient" was the comment 
of‘one manager. The managers also suggested that their golfers would favor 
such a console. Most express high interest in obtaining the consoles for 
their course. One manager, however, who had managed both a private and a 
public course felt a little apprehensive about considering the consoles for 
his private club. 

When questioned about the appropriate types of advertising many suggested golf 
products. One even suggested advertising his pro-shop's specials. One 'pro' 
said golf products are fine as long as they are not In competition with the 
clubs' pro-shop. 

Soma managers considered cigarettes and alcoholic beverages inappropriate to 
advertise at their clubs, while another manager stated "we sell liquor and 
alcohol here anyway." 
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FREQUENCY OF PLAY 

GOLFERS AT THESE CLUBS PLAY REGULARLY AND FREQUENTLY. 

On average these golfers play more than once a week in a typical month. 

And, owing in part to the climate they play nearly year round. This trans¬ 
lates to a yearly total of about 71 rounds per golfer over a year's period 
of time. 


NEARLY ALL (94%) GOLFERS PLAY A FULL 18 HOLES OF GOLF. 
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TABLE 1 
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FREQUENCY OF PLAY 


Q.1B/2B IN TOTAL, INCLUDING TODAY'S ROUND, HOW MANY 

ROUNDS OF GOLF HAVE YOU PLAYED ... IN THE PAST 
4 ^^EEKS? 

Q.3B DURING THE SEASON, HOW MANY ROUNDS PER MONTH DO 
YOU USUALLY PLAY? 

Q.4 ABOUT HOW MANY MONTHS DURING THE YEAR DO YOU PLAY 

WITH THIS FREQUENCY? 

Q.5 HOW MANY HOLES OF GOLF DID YOU JUST PLAY? 

TOTAL 

BASE: TOTAL GOLFERS 100% 


NLUBER OF ROUNDS 


1-3 

12% 

4 

24 

5-7 

24 

8-9 

18 

10 OR MORE 

22 

MEAN NUMBER OF ROUNDS 

6.3 


(409) 

number of HOLES 


LESS THAN 18 

6% 

18 HOLES 

94 

NUMBER OF MONTHS 


LESS THAN 12 

15% 

12 MONTHS 

85 

(NIDIBER OF RESPONDENTS) 

(409) 
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AWARENESS OF GOLF CONSOLES 
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WTIILE NEARLY ALL GOLFERS (91%) NOTICED THE NEW GOLF CONSOLE EQUIPMENT, 

THE CONSOLE'S BALL WASHER WAS THE TOP PIECE OF EQUIPMENT NOTICED (66%) 

AMONG ALL GOLFERS. 

WHEN PROBED FOR SPECIFICS, ABOUT 3 OUT OF 4 GOLFERS MENTIONED THAT THE BALL 
WASHER COMES TO MIND MEN THEY THINK OF THE NEW GOLF CONSOLES. 

MORE THAN HALF THE GOLFERS (52%) MENTIONED THE CONSOLES' ADVERTISING ON AN- 
UNAIDED BASIS. 

In total, greater than 8 out of 10 golfers notice the advertising 
on the consoles. 

WHEN ASKED FOR A GENERAL EVALUATION OF THE EQUIPMENT, MOST OF THOSE THAT 
NOTICED GOLF CONSOLES LIKED THE EQUIPMENT A LOT (70%). 

- Only 3% of these golfers expressed any dislike. 


-3- 


Source: https://www.industrydocuments.ucsf.edu/docs/tjyn0004 


2040925359 




TABLE 2 


4 i 

I 



AWARENESS AND GENERAL ASSESSMENT 


Q.9B/9C IfflAT SPECIFICALLY COMES TO MIND WHEN YOU THINK 
ABOUT THE NEW GOLF TEE CONSOLES? 

Q.9A IN GENERAL, TO I'EIAT EXTENT DO YOU LIKE OR DISLIKE 
THE NEW GOLF TEE CONSOLES? 


TOTAL 

(UNAIDED + AIDED) 


BASE: TOTAL GOLFERS 100% 

SPECIFICS THAT COME TO MIND 

BALL WASHER 89% 

ADVERTISING 85 

TOWELS 84 

YARDAGE MARKERS 78 

LITTER BASKET 78 

CLEAT CLEANERS 77 

(NUMBER OF RESPONDENTS) 409 

BASE: TOTAL NOTICED 91% 

CONSOLES 100% 

GENERAL OPINION 

LIKE THAM A LOT 70% 

LIKE THEM SOMEITHAT 19 

DISLIKE THEM SOMElfflAT 2 

DISLIKE THEM A LOT 1 

NO OPINION 8 

(NUMBER OF RESPONDENTS (377) 
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OPINION OF ADVERTISING CONCEPT 
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THE GENERAL IDEA OF HAVING ADVERTISEMENTS ON GOLF TEE EQUIPMENT IS ACCEPT¬ 
ABLE TO MOST GOLFERS (87%). 

Four of every ten expressed a definite liking of the ads. Only 13% of all 
golfers expressed any dislike. Furthermore when informed that the club could 
receive the consoles at no charge, in exchange for accepting the advertising, 
some of those that originally expressed a dislike changed their minds. 

Mention should be made that of those that noticed anything about the new 
consoles (91%), only 6% expressed a dislike for the advertisements. 
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OPINION OF ADVERTISING CONCEPT 


Q.12a LTLAT DO YOU THINK ABOUT THE CONCEPT OF HAVING 

ADVERTISING SUCH AS YOU HAVE SEEN ON GOLF CONSOLES 
LOCATED AT THE TEE OFF LOCATIONS? 

Q,9d WAS THERE ANYTHING IN PARTICULAR THAT YOU LIKED OR 
DISLIKED ABOUT THE CONSOLES? 


TOTAL 

BASE: TOTAL GOLFERS 100% 

OPINION OF CONCEPT 

LIKE 40% 

NEUTRAL 47 

DISLIKE 13 

(NUMBER OF RESPONDENTS) (409) 

9L%= 

BASE: NOTICED CONSOLES 100% 

UNAIDED THOUGHTS OF ADVERTISING 

LIKE 34% 

DISLIKE 6 

NO COMMENT 60 

(NUMBER OF RESPONDENTS) (377) 


- 6 - 


Source: https://www.industrydocuments.ucsf.edu/docs/tjyn0004 


2040925362 




SPECIFIC CO^]MENTS ABOUT ADVERTISING 
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SPECIFIC LIKES 

UNPROMPTED, ABOUT 25% OF THE GOLFERS EXPRESSED THE OPINION THAT THESE ADS 
\JERE ENJOYABLE. 


The golfers stated that the ads were informative (9%), entertaining, color¬ 
ful, attractive (6%), and tasteful (6%). 

ABOUT 14% OF THE GOLFERS LIKED THE IDEA THAT THE ADVERTISING HELPED DEFRAY 
COURSE COSTS AND AIDED THE ACQUISITION OF THE CONSOLE EQUIPMENT. 

SPECIFIC DISLIKES 

FEW GOLFERS EXPRESSED ANY SPECIFIC DISLIKES FOR TFJ: ADS. 


Some golfers (only 7%), thought the ads were inappropriate at their parti¬ 
cular club. A few who commented suggested that the advertisements were 
'aesthetically displeasing' (4%) or 'distracting (1%). 
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TABLE 4 
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COMMENTS ABOUT ADVERTISING 


Q.12b WHY SPECIFICALLY DO YOU (LIKE/DISLIKE) THE ARRANGE¬ 
MENT OF HAVING SUCH ADS ON THE CONSOLES? 


TOTAL 

BASE: TOTAL GOLFERS 100% 


COMMENTARY OK ADVERTISING 
SPECIFIC LIKES 

ADS ENJOYABLE (NET) 2^ 

INFORMATIVE 9 

ENTERTAINING 8 

COLORFUL/ATTRACTIVE 6 

TASTER’L 6 

NOT INTRUSIVE 1 

DEFRAYS COSTS/BENEFITS GOLFERS (NET) 14% 

HELPS PROVIDE EQUIPMENT S 

AIDS COURSE FINANCIALLY 6 

NEAT/CLEAN/CLEAR 4 

SPECIFIC DISLIKES 

INAPPROPRIATE FOR COURSE 7 

AESTHETICALLY DISPLEASING 4 

DISTRACTING 1 
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OBJECTIONS TO CONSOLE ADVERTISING 
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TO DETERMINE IF THE ADS WERE CONSIDERED OBJECTIONABLE REGARDLESS OF PERSONAL 
LIKING OF THE CONCEPT, GOLFERS WERE PROBED FURTHER. WHEN ASKED IF THEY HAD ANY 
OBJECTIONS TO SEEING THE ADVERTISEMENTS ON THE GOLF CONSOLES, ONLY ONE OUT OF 
TEN GOLFERS RESPONDED AFFIRMATIVELY. MOST HAD NO OBJECTIONS AT ALL. 

Again die main objections raised ware about inappropriateness of the ads 
for the particular course. 'Intrusion of privacy' and 'cheapens the clubs' 
image' were mentioned. However, only 1% of the total goliers made mention 
of either of these two points. Other responses such as 'aesthetically dis¬ 
pleasing' (3%), 'it's distracting' (1%), and the typical 'there is too much 
advertising everywhere' (1%) were expressed. 
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OBJECTIONS TO ADVERTISEMENTS 


Q.13a REGARDLESS OE AETHER YOU LIKE OR DISLIKE THE IDEA 
DO YOU OBJECT TO SEEING ADVERTISEMENTS ON THE GOLF 
TEE CONSOLES? 

Q.13b t-JHAT ARE YOUR SPECTEIC OBJECTIONS TO SEEING ADVERTISING 
ON THE GOLF TEE CONSOLES? 


TOTAL 

BASE: TOTAL GOLFERS 100% 


OBJECT TO SEEING ADVERTISEMENTS 


YES 10% 

NO 86 

NO RESPONSE 4 

SPECIFIC OBJECTIONS 

INAPPROPRIATE AT CLUB (NET) M 

INTRUSION OF PRIVACY 1 

CHEAPENS IMAGE OF CLUB 1 

INAPPROPRIATE (UNSPECIFIED) 3 

AESTHETICALLY DISPLEASING 3 

DISTRACTING 1 

TOO MUCH ADVERTISING 1 
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DESIRABLE PRODUCTS TO ADVERTISE 
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GOLFERS WERE ASKED TO SPECIFY WHICH PRODUCT TYPES THEY THOUGHT WOULD BE 
DESIRABLE TO ADVERTISE. ABOUT ONE OF EVERY TWO GOLFERS SUGGESTED THAT SPORTS 
RELATED OR GOLF RELATED ADVERTISING WOULD BE APPROPRIATE. MORE SPECIFICALLY, 
GOLF EQUIPMENT ADVERTISING WAS MENTIONED BY 32% OF THESE GOLFERS. 


Other unaided mentions included: 

- Alcoholic Beverages (11%) 

- Other Beverages or Refreshments (6%) 

- Cars (4%) 

- Clothing (4%) 

- Food (4%) 

- Restaurants or Hotels (3%) 

ONLY (9%) OF THE GOLFERS CONSIDERED ALL ADS OBJECTIONABLE. THIS LOW RESPONSE 
RATE IS CONSISTENT WITH ANSTORS TO PREVIOUS QUESTIONS. 

ON THE OTHER HAND, ONE OUT OF FOUR GOLFERS SUGGESTED THAT JUST ABOUT ALL 
ADVERTISING WOULD BE EQUALLY DESIRABLE. 
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DESIRABLE TYPES OF ADVERTISING 


q.l4 THINKING AGAIN ABOUT THIS SPECIFIC COURSE, ^ffilCH 

PRODUCT TYPES DO YOU THINK WOULD BE MOST DESIRABLE 
TO ADVERTISE HERE? 


TOTAL 

BASE: TOTAL GOLFERS 100% 

DESIRABLE PRODUCT ADVERTISING 

SPORTS RELATED PRODUCTS (NET) 51% 

GOLF RELATED (SUB-NET) 46% 

GOLF EQUIPMENT (SUB-NET) ^ 

alcoholic BEL^ERAGES 11 

OTHER BEVERAGES/REFRESHMENTS 6 

CARS 4 

CLOTHING 4 

FOOD 4 

RESTAURANTS/HOTELS 3 

NONE WOULD BE DESIRABLE ' 9 

ALL WOULD BE DESIRABLE 26 
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OBJECTIONABLE PRODUCTS TO ADVERTISE 
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WHEN ASKED TfflIGH PRODUCTS IffiRE MOST OBJECTIONABLE TO ADVERTISE AT THEIR COURSE 
THE GENERAL ANSlffiR GIVEN WAS ’PRODUCTS THAT MIGHT OFFEND', 

Included in this category are: 

intimate/personal use products (22%) 

personal/feminine hygiene products (11%) 

- pornography ( 3%) 

- underwear ( 3%) 

Some of the other specific products found to be objectionable were cigarettes 
(7%) and alcoholic beverages (6%). 
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OBJECTIONABLE PRODUCT TYPES 

Q.15b VJHICH PRODUCT TYPE ADVERTISING WOULD YOU FIND 
MOST OBJECTIONABLE? 

TOTAL 


BASE: TOTAL GOLFERS 100% 

PRODUCT TYPES FOUND OBJECTIONABLE 

PRODUCTS THAT MIGHT OFFEND (NET) 25% 

INTIMATE/PERSONAL USE PRODUCTS 22 

PERSONAL FEMININE HYGIENE 11 

CIGARETTES 8 

ALCOHOLIC BEVERAGES 6 

UNDERVJEAR 3 

CENSORABLE/PORNOGRAPHIC ITEMS (SUB-NET) ^ 

ADS IN POOR TASTE (UNSPECIFIED) 3 

CARS 2 

PRODUCTS NOT PERTAINING TO GOLF 2 

USE OF NUDITY 2 
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USAGE OF GOLF CONSOLES 
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MOST GOLFERS (88%) MADE USE OF THE CONSOLE EQUIPMENT, 


The ball washer (83%), the tov;els (71%) and the cleat cleaner (56%) were the 
pieces of equipment used by most golfers. 
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CONSOLE EQUIPMENT USED 

Q,16b WHICH OF THE GOLF CONSOLE EQUIPMENT DID YOU USE 
TODAY? 


TOTAL 


BASE: TOTAL GOLFERS 

100% 

EQUIPMENT USED 


BALL RtasHER 

83% 

TOlffiLS 

71 

CLEAT CLEANERS 

56 

LITTER BASKET 

50 

YARDAGE MARKERS 

43 

(NUMBER OF RESPONDENTS) 

(409) 
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GENERAL ATTITUDE TOWARD CONSOLES 
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ONE FINAL ASSESSMENT OF THE GOLFERS’ OPINIONS WAS MADE BY ASKING THE 
FAVORABILITY TOWARD HAVING THE CONSOLES INSTALLED ON A PERMANENT BASIS. 

MOST GOLFERS (84%) FAVORED HAVING THE CONSOLES ON A PERMANENT BASIS. ONLY 
7% OF THEiM EXPRESSED THEY I'JERE NOT IN FAVOR OF THIS ARRANGEMENT. ONCE 
AGAIN THESE ANSI-JERS ARE CONSISTENT WITH PREVIOUS RESPONSES, SUGGESTING THAT 
THERE IS A VERY HIGH DEGREE OF SUPPORT FOR THE CONSOLE. 
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ATTITLT)ES TOWARD PERMANENT 
CONSOLE INSTALLATION 


q.l7 WOULD YOU BE EAVOR, OR NOT IN FAVOR OF HAVING 

THIS TYPE OF GOLF TEE CONSOLE INSTALLED AT THIS 
CLUB ON A PERJIANENT BASIS? 


TOTAL 


BASE: TOTAL GOLFERS 100% 

FAVORABILITY TO PERMANENT INSTALLATION 

FAVOR 84% 

INDIFFERENT 9 

NOT IN FAVOR 7 
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DEMOGRAPHIC QUESTIONS 
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Q.L8 FIRST, IN TfflICH OF THE FOLLOWING CATEGORIES IS 
YOUR AGE? PLEASE STOP ME IfflEN I MENTION YOUR 
AGE RANGE. READ LIST. 


Q.21 FINALLY, IffllCH OF THE FOLLOWING CATEGORIES BEST 
DESCRIBES YOUR 1981 BEFORE TAX, TOTAL HOUSEHOLD 
INCOME, READ LIST, 


Q.22 RECORD SEX OF RESPONDENT. DO NOT ASK. 
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TABLE 10 


GOLFER 


BASE: TOTAL GOLFERS 


AGE OF RESPONDENT 

18-24 

25-34 

35-49 

50-54 

55 OR OLDER 
MEDIAN AGE 

TOTAL INCOME (19.81) 

LESS THAN $25,000 
$25,000 - $34,999 
$35,000 - $49,999 
$50,000 - $74,999 
$75,000 - $99,999 
$100,000 OR MORE 
REFUSED 
MEDIAN INCOME 


SEX OF RESPONDENT 

MALE 

FEMALE 

(TOTAL RESPONDENTS) 
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DEMOGRAPHICS 


TOTAL 

100 % 


2 % 

11 

31 

16 

41 

51.6 YEARS 


7% 

12 

20 

26 

9 

6 

20 

$50,809 


91% 

9 

(409) 
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